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3Introduction
This report presents the findings of a survey 
conducted by MORI MRC on behalf of The
Midland Health Board to evaluate the success of a
campaign to advertise the risks of smoking and
passive smoking.  The survey also looked into
smoking behaviour amongst the pub and non-
pub going population and perceptions of, and
attitudes towards smoking more generally.  203
face-to-face interviews were conducted with a
representative sample of the population aged 16+.
Interviews were conducted with both smokers and
non-smokers in Birr, Co. Offaly, the pilot area for
this study.  
Quotas were applied also for sex, age and social
class to reflect the population of Birr, Co. Offaly.
Smokers were over sampled to ensure adequate
numbers for analysis.  Final results were then re-
weighted to reflect the population profile of the
pilot area.   Interviews were conducted between
16th May and  27th May 2001. 
All interviews complied with Interviewer Quality
Control Scheme (IQCS), ISO 9001 and Market
Research Society guidelines.
Interpretation of the Data
This volume is accompanied by a separate set of
computer tabulations providing detailed sub-
group analysis for each question.
Where percentages do not sum to 100, this can be
due to multiple responses, computer rounding, or
to the exclusion of ‘other’ or ‘don’t know’ 
categories.  
Publication of Findings
Our Standard Terms and Conditions apply to this,
as in all studies we carry out.  No press release or
publication of the findings of this survey shall be
made without the advance approval of MORI
MRC.  Such approval will only be refused on the
grounds of inaccuracy or misrepresentation.  
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4Executive Summary
• Reaction to the Midland Health Board’s 
campaign is overwhelmingly positive across all 
key sub groups.  Each of the statements used to
rate the campaign get a positive response, most
strikingly with "it makes me think", eight times 
as many agree with this statement as disagree.  
Only a very small percentage is fed up with 
seeing the campaign material and as many as a 
third of smokers would like to see more 
campaigns like this one. 
• Encouragingly, almost three in ten pub goers 
recall having seen the Midland Health Board’s 
campaign drip mats.  Slightly more smokers 
than non-smokers have seen the drip mats and,
occasional/light smokers have the highest 
recall. Overall, almost a third have seen the 
Midland Health Board’s campaign posters, 
recall is highest among the 45-64 age group 
with one in four of them visiting a pub at least 
once a week. Two in ten recall the posters at 
information evenings and on carbon monoxide 
testing and as many recall having seen the clinic
information stand.
• To MORI MRC’s knowledge, such an awareness
campaign has not been undertaken before, this 
makes comparison with other health 
promotion campaigns impossible.  However, 
based on our experience of conducting 
research into other health promotion 
campaigns, this is a very high level of recall.  
• Outlining the dangers of smoking is seen as the
strongest aspect of the Midland Health Board’s
campaign.  This is consistent amongst smokers 
and non-smokers whereas smokers are more 
likely than non-smokers to refer to the "to the 
effect that smoking has on your body".  The 
majority feels that there are no negative 
aspects to this campaign. 
• All key groups found shock tactics as the most 
effective method of conveying a health 
promotion message followed by long term 
health warnings and a factual approach. Other 
tactics, such as a humourous approach or 
factual approach are seen as less effective.
• Just under half disagree with the statement, "I 
do not take much notice of health promotion 
campaigns in general", and a similar number 
also disagree with the statement "I don’t take 
much notice of health promotion campaigns 
about smoking".  Overall more agree that 
"there is often conflicting information in the 
media about smoking" with women more likely
to support this notion of conflicting information
than men. For the majority it is seen as hard to 
take advice on the dangers of smoking from a 
person who smokes, although there is a 
marked difference in term of gender with 83% 
of women but only 67% of men supporting 
this view.  
• Significant minorities of smokers agree that 
they would be fairly likely to quit smoking as a 
result of the campaign with a higher proportion
saying that they were undecided at that time.  
• Of those who said they were unlikely to quit 
smoking as a result of the campaign, the primary
reason given for most is not having an interest 
in giving up to begin with. This is significantly 
higher for men than it is for women with just 
under half of women stating that they "enjoy 
smoking too much" to stop.
• Positively, three times as many people feel that 
the Midland Health Board is doing well as
opposed to doing poorly in its health promotion
role. Just as encouragingly while 15% say it is
doing ‘very well’, only 2% say it is doing ‘very
poorly’. Attitudes of both smokers and non-
smokers are both clearly positive.
• Making people more aware of the dangers of 
smoking is seen as the main way in which the 
Midland Health Board should concentrate its 
efforts for health promotion in the future.  A 
significant minority of non-smokers would like 
to see the Midland Health Board promote 
more stop smoking campaigns on television 
and in the media in general and also to push 
for a ban on smoking in public places.  
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5BACKGROUND
A group discussion with vintners from the Birr
area was held on the 22nd of May. The Midlands
Health Board recruited participants and 
respondents were fully aware of the topic of 
discussion. A total of 11 participants attended
with a further 3 arriving late to the group.
All attendees were involved in the recent pilot
non-smoking campaign in Birr, which  was 
organised and co-ordinated by the Midland
Health Board. The primary objective of the group
was to elicit responses and feedback regarding the
campaign, specifically focusing on its relative
effectiveness and further ways in which the 
campaign could be improved or refined.
The scheme itself encompassed 3 tasks to be
undertaken by each publican. The designation of a
non-smoking area, the distribution of drip mats in
the public house and the display of various
posters. There were 6 drip mats and 4 posters in
total, each with a different message / story,
although there were some message similarities
between the drip mats and posters supplied.
Involvement in the campaign was voluntary, 
however the majority of public houses in the Birr
area agreed to participate in the scheme.
GENERAL ATTITUDES / PERCEPTIONS
REGARDING SMOKING
Regardless of their attitude to smoking the 
participants unanimously agreed that smoking
and drinking were intertwined and synonymous
with each other. So whilst a customer may not
smoke all week they will light up once they have a
drink, indeed one respondent argued that 
smoking goes hand in glove with drinking.
Consequently their views on smoking were 
irrelevant, as a host they felt it was incumbent on
them to make customers feel as welcome as 
possible, not to mention that their livelihood
depended on it. Although some landlords/
landladies clearly detested the habit with some
complaining that it was having an adverse effect
on their health, however they typically felt that
they had no or little choice in the matter.
"You have a situation that if people are out
socialising in a pub they are going to smoke and
they have their minds made up to have a smoke
with their drink"
"You have a lot of people saying they don’t smoke
that much but when I go out and have a drink I
have a smoke with it – pubs bring out the worst
in smokers"
"I detest smoking because I have developed
breathing problems due to the smoke – need to
use an inhaler after working a night in the pub.
In the restaurant I have phased it in slowly on
busy nights in the pub it is an impossibility to do"
An argument then ensued as to what was the best
way to introduce a non-smoking policy into pubs,
particularly as there is such a strong relationship
between the two. Some contended that legislation
was the only way forward, whilst others believed
such a step would be heavy handed and impossible
to enforce. They campaigned for a type of self-
regulation system, though no one appeared to
know what form this would take and again they
conceded it would be difficult to implement.
However a respondent argued that previous anti-
smoking campaigns proved futile, as there were
more young girls smoking now than ever before,
thus legislation was essential. 
Two respondents talked about their experiences in
North America and how such a process of 
eliminating smoking in public places was indeed a
long term one and not something that could 
happen overnight. Apparently in Canada such a
step was 10 to 15 years in the coming before it
was officially introduced. Consequently such a
strategy needs to be planned and viewed in a
long-term manner.
"I think legislation is a heavy handed way to go
about it  - even if you introduce legislation how
do you stop people smoking in a pub – physically
confront them, drive them to the local Garda 
station anyway it doesn’t solve the problem"
However all agreed that a process of education
Qualitative Overview 
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6and increased awareness was an imperative.
People needed to be made aware that smoking in
public and hence smoking in general was 
unacceptable, penalising smokers would be less
effective than making such behaviour anti-social.
The key was to educate people into not smoking,
or at least bring them to a stage where they were
contemplating giving up.
"The whole process of non-smoking is education –
making people aware"
"It’s a matter of education – once you initially set
a small part of the premises aside and move on
from there.  I think sooner or later people will
come to accept it.  It will take a number of years
to change the historical habit of not allowing
smoking in your premises.  But it will happen as
smoking becomes increasingly socially 
unacceptable"
Most conceded that introducing a no-smoking
policy was much easier in a restaurant or in an
area where food was being served and consumed.
It emerged that here most customers expected
such a policy to be in place and hence did not
argue with such an assertion.  In such a location it
appeared that smoking had become unacceptable.  
On a practical level publicans were incurring a
cost in allowing smokers on to their premises, all
have had to invest in ventilation systems, which
are apparently expensive. A smoky bar is not
acceptable to customers - even those apparently
who are creating the problem, the smokers 
themselves. Indeed one respondent observed that
a customer complained to him recently regarding
the smoky atmosphere in the lounge whilst busily
dragging on a cigarette. Moreover customers did
not want the smell of cigarettes in their hair and
on their clothes.  
On a personal level the publicans had their own
health to consider – two publicans mentioned the
onset or exacerbation of asthma as a consequence
of their working environment. All agreed that
such an atmosphere must take a toll on their and
their worker’s health. However it did not mitigate
against people working in pubs, primarily because
those working were family related, whilst others
argued that the unsociable hours were more of a
put off than the actual environment.  
PREVIOUS SMOKING AWARENESS
CAMPAIGNS
As noted earlier respondents largely agreed that
such campaigns had proved futile in the past and
appeared to make very little impact into peoples’
consciousness. A respondent observed that 
people would typically turn away when such a
campaign was launched on the television, it did
not grab their attention or shake them out of
their complacency and question their behaviour.
Moreover respondents couldn’t recall any recent
campaigns (besides Birr pilot), other than the
usual Ash Wednesday appeal. Most agreed that
the typical anti-smoking campaign had lost its
value and was continually ignored by its target
audience. Indeed a respondent noted that smokers
no longer read or heeded the warning on their
cigarette pack and it had ceased to impact on
their smoking behaviour.
THE BIRR CAMPAIGN
OVERVIEW
Reaction to the scheme was overwhelmingly 
positive, indeed given such an audience, and their
views regarding previous anti-smoking campaigns,
their enthusiasm regarding the success and 
implementation of the campaign was refreshing.
The scheme was largely perceived as a resounding
success that created little negative reaction and
feedback from customers. Indeed it would appear
that customers were largely supportive and positively
disposed to the partnership campaign.  
Typically its success was attributed to the 
uniqueness of its execution and the inclusion of
publicans, something that had never previously
occurred. Moreover there was a captive audience
of heavy and "social" smokers, as smoking and
drinking were so synonymous, as outlined earlier,
this was an ideal opportunity to challenge the
behaviour and educate the target audience
regarding the risks of smoking. Also as the nature
of the exercise was to educate rather than simply
"stop smoking" messages, customers were 
consequently more responsive to the campaign,
the audience appreciated a non-lecturing 
Midland Health Board At the centre of a tobacco free society
7non- judgmental style. Moreover in the public
house environment people were more relaxed and
had the time to stop and read drip mats and posters
at their leisure. Indeed the campaign and the
information often became a topic of conversation
or argument, again subtly educating people regard-
ing their smoking behaviour. It emerged that even
those who did not want to know the reality of
smoking eventually read the available material.
Typically the campaign was viewed as an effort to
educate people regarding the associated risks of
smoking as opposed to a simple "stop smoking"
message which was so prevalent in previous anti-
smoking executions. As such the campaign was a
resounding success. Publicans agreed that for
many of their customers "it sowed the seed"
regarding cessation, on a more tangible level, in a
few cases it persuaded customers into giving up.
The success of the campaign was also attributed
to the co-ordinator of the project, who was seen
to be pro-active and who backed up all their
promises. Their attitude was regarded as excellent
and publicans were impressed with their handling
of the programme. As a note of caution it would
appear that such a dynamic and pro-active
approach would need to be adopted elsewhere to
ensure the success of the programme. 
NO SMOKING AREAS
A number of participants’ appeared despondent
about the relative lack of success of their 
designated no smoking area. However others
observed that such a change in attitude and
behaviour took time and that eventually such a
designated area would be successful. The 
introduction of the no smoking area helped to
create an awareness that was never there before
and helped to bring the topic to peoples’ attention.
The key here was customer co-operation and
most believed that it would come in time and that
people would eventually respect the relevant
areas, such a change of attitude required a certain
culture shift as people were unfamiliar with this
scenario and had not experienced such restrictions
previously.
However they all conceded that keeping no 
smoking areas free of smokers had proved in
some instances an impossibility, especially when
the bar was full. Typically in a group of people
there would always be one or two smokers and
publicans said it was impossible to move them or
ask them to move, as noted earlier a bar is meant
to be a welcoming environment and the publican
was expected to be the friendly host. Similarly
when one of a couple smoked and there was no
place else to sit participants contended that it
would be unfair to ask them to stand.
"I found it difficult – put the no smoking signs on
the tables but you have a couple coming in and
one smokes and the other doesn’t – I found it
very hard to say you can’t sit there"
However publicans were confident that such areas
would prove to be not only successful but popular
in the future. In line with restaurants many hoped
that in the medium to long-term people would
expect public houses to be a smoke free zone.
DRIP MATS
The mats were distributed throughout the pub
and on the counter, typically they were intermixed
with other drip mats. In total 6 different drip mats
were available.  
Extremely effective was the consensus regarding
the contribution of the drip mats to the overall
campaign. Typically they generated a lot of 
discussion and indeed in the case of the mat 
outlining cigarette ingredients they shocked 
customers, young people especially. Publicans
agreed that all the drip mats were read and many
went looking for the others once they realised
they were part of a series, indeed some took them
home. There is no doubt that this was an excellent
way to get the no smoking message across to 
customers, publicans reasoned that people were
more susceptible to the message as they were
relaxing in the pub after a days work. In the 
general hustle and bustle of a day this message
would get lost in the "noise".
“They actually looked for the others – once they
realised there was a story to be told"
Their design was seen to be effective, largely
because their lack of colour and oval shape
Midland Health Board At the centre of a tobacco free society
8marked them out from the usual mats supplied.
Moreover the "In partnership" logo was seen as
eye catching.
Publicans argued that the mats worked well as a
series and that they all coalesced to build up the
full picture / story. Consequently they argued
that none should be replaced. However the drip
mat outlining the ingredients of a cigarette was
seen as the most effective and the one that 
generated the most interest, comment and
debate.
POSTERS  
4 various posters were made available to 
publicans for display on their premises. The
posters were entitled "Changes your body goes
through", "The effects that tar, nicotine and 
carbon minoxide can have on your body", "Do
you know what is in a cigarette" and "Passive
smoking".
Again the posters were well received and 
generally grabbed peoples’ attention, as with
the beer mats they were read and generated
discussion. The consensus was that they were
very effective and very informative.
"Changes your body goes through":
Almost half of the publicans viewed this as the
best poster available. Its colourful design and
pleasant layout made it stand out and drew
people to it, moreover the message was short
and concise.  Publicans also noted that the 
message, which outlined the benefits of quitting
smoking, was a positive one as opposed to one
that instils fear. Consequently customers were
more likely to read it through, interestingly
respondents also noted that this poster often
acted as a catalyst to get people to read the
other posters.
"The effects that tar, nicotine and carbon
minoxide can have on your body":
Whilst respondents recognised that this was an
important poster they believed that it was too
long and that the writing was too small. A
respondent noted that customers would not
delay to read small writing, whilst the group
was split evenly between those who said this
poster was fully read and those that said it was
only partially perused.  
Typically publicans felt that there was too much
material in this poster and recommended it 
concentrated on specific organs, such as the
heart and lungs.
"Do you know what is in a cigarette":
As with the similar message on the drip mats
this was largely seen as a very effective poster,
with slightly less than a half viewing it as the
most effective poster available. It probably 
created the most discussion during the 
campaign. Customers could not believe the
actual ingredients and commented that they did
not realise the actual various chemicals that
were included in the ingredient mix. Again the
poster message did not look to frighten 
customers but to simply inform them.
However there was room for improvement in
terms of the layout of the poster, it needed to
be more colourful as it was seen to be a bland
design.
"Passive smoking":
Probably the poster most widely read by non
smokers, typically it often led to non-smokers
dragging their smoking friends over to read.
Again the writing was seen to be too small and
needed to be enlarged for greater impact.
In general it was felt that the posters would be
more effective it they were in colour, although
respondents said the current designs still
attracted attention and generated debate. One
participant recommended that the posters be in
different colours (to highlight that they are 
different) with series numbers as was the case
with the drip mats, primarily because once 
customers were aware that there were other
mats in the series they went looking for them,
the same could be the case for the posters.
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9Summary of Findings
SMOKING BEHAVIOUR
On average, the number of cigarettes consumed by smokers on a typical weekday is 18. Whilst similar
proportions of men and women smoke between 11 and 30 cigarettes a day, women are more likely than
men to smoke 10 or fewer a day, with men being more likely to be the heavier of smokers. The number
of cigarettes smoked increases with age until people reach 65 years or older, when it decreases. 
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Overall, on the weekend, there is an increase in the number of cigarettes smoked, on average, and across
all age groups and both among men and women. The largest percentage increases in weekend smoking
can be seen among ‘light smokers’. Half of those who smoke 10 or fewer cigarettes on a typical weekday
smoke more at the weekend. 
Midland Health Board At the centre of a tobacco free society
51-60
41-50
31-40
21-30
16-20
11-15
6-10
0-5
         4%
                 6%
                                                                                             25%
                                                                                             25%
                                                                                 22%
2%
                         8%
                         8%
             5%
         4%
                                                            17%
                                                                                                 26%
                                                                                                     27%
                     7%
                             9%
             5%
                 6%
2%
                         8%
                                                                                                     27%
                                                                                                                             33%
                                         12%
                                 10%
 2%
N
U
M
B
ER
 O
F 
C
IG
A
R
ET
T
ES
 
CIGARETTES SMOKED IN A WEEKEND DAY
Base: 100 - All smokers
%
Source: MORI MRC 2001
Overall
Male 
Female 
11
Midland Health Board At the centre of a tobacco free society
Three out of the five main reasons given for not successfully quitting smoking are perceived positive
effects of smoking, with two out of five being perceived negative aspects of smoking. 
Half of smokers say that "enjoying smoking" is the main factor preventing them from giving up (51%),
while a further fifth cite "helps me cope with everyday life (20%) and slightly fewer refer to the related
"coping with stress" (17%). One in six say they "can’t be bothered to give up"(17%), while one in nine
say they are "not trying to give up" (11%). Of the perceived negative effect, three in ten say they "lack
willpower", (29%) and two in ten refer to  "withdrawal symptoms" (17%). 
The reasons given for not giving up smoking are broadly consistent across age groups, by gender, and by
smoking pattern.  
Although "fear of putting on weight" and "don’t need to worry about it at my age" are minority attitudes
(9% and 7% respectively), they are more prevalent among certain sections of the community. Fear of
weight gain rises to 16% among women, while not needing to worry due to age is a view held by the
young and the elderly – though not amongst the middle aged.     
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Helps me cope with everyday life
Stress
Withdrawal Symptoms
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FACTORS PREVENTING SMOKERS FROM GIVING UP
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FACTORS THAT WOULD HELP SMOKERS GIVE UP
Base: 100 - All smokers
%
The factors which smokers say would help them give up the habit primarily focus on willpower and 
motivation and either getting a smoking-related illness themselves or knowing someone succumbing to
one, rather than on factors such as nicotine substitutes and hypnosis, on the one hand, and restrictions
on smoking and increasing the cost of cigarettes on the other. These findings are broadly consistent
across age groups, gender and smoking patterns.  
Greater willpower is the single largest factor that smokers see as enabling them to successfully give up
smoking; this is mentioned by two in five (41%). Getting a smoking related illness is also frequently 
mentioned (32%), especially amongst men. Women, in contrast, are marginally more likely to say that
having a family member or a friend become ill with a smoking related disease would help motivate them
to stop smoking.    
Source: MORI MRC 2001
Overall
Male 
Female 
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Four out of ten people visit a pub or club at least once a week. This is broadly consistent between 
smokers and non-smokers but a slightly higher percentage of men, at 58%, than women, at 42%, visit a
pub weekly.  
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Half of the respondents visit a restaurant or cafe at least once a week. Generally speaking smokers visit
restaurants and cafes more regularly than non-smokers (55% versus 42%).
Every day
4-6 times a week
2-3 times a week
Once a week
Once a fortnight
Once a month
Once every 2-3 months
Once every 4-6 months
Less often
Never
1%
1%
                              13%
                                                                 27%
             6%
                                  15%
                    9%
                         11%
                      10%
                    9%
   2%
     3%
                                          18%
                                                                   28%
               7%
                         11%
       4%
                  8%
                         11%
                  8%
     3%
        20%
                                               20%
                                                                   28%
                  8%
                       10%
   2%
               7%
                         11%
               7%
HOW OFTEN VISIT RESTAURANT/CAFÉ
Base: 203 - All respondents
%
Every day
2-3 times a week
Once a week
Once a fortnight
Once a month
Once every 2-3 months
Once every 4-6 months
Less often
Never
2%
  4%
 3%
 3%
 3%
2%
            11%
                                                                                                  74%         
2%
 3%
 3%
    5%
 3%
 3%
            11%
                                                                                           69%         
  2%
  2%
1%
        7%
            10%
 2%
     5%
               12%
                                                                                59%         
1%HOW OFTEN VISIT LIBRARY
Base: 203 - All respondents
%
Source: MORI MRC 2001
Overall attendance at libraries is low with seven in ten claiming to never visit one. Out of those who do
visit a Library at least once a month, 74% of these are women. 
Overall
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Non-smoker 
Source: MORI MRC 2001
Overall
Smoker 
Non-smoker 
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Although underage smoking is a prime concern for both smokers and non-smokers alike, it is a particular
concern for non-smokers (50% versus 31% of smokers). Concern about this aspect of smoking increases
sharply with age (from 18% among those aged 16-24 to 52% among those aged 65 and over) 
The cost of cigarettes is of high priority for smokers (although this is also an issue for non-smokers – 
perhaps because they perceive cigarettes as not being expensive enough) whilst passive smoking and
smoky places are major issues for non-smokers.
Passive smoking is of a greater concern to women than men (32% women versus 16% men).  
Both passive smoking and smoky places are of more concern to those who visit pub/clubs and 
restaurants/cafes less than once a week than to those who visit more often.
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When asked to spontaneously name a well-known person who smokes ‘top of mind’ responses vary
considerably.  No one name comes up regularly, and over half cannot give a name. Those mentioned
range from soap stars to politicians and sports people. 
WELL-KNOWN PEOPLE WHO SMOKE
Base: 203 - All respondents
Note - absolute figures not percentages
None 17
Relation/Friend 9
John Pilkington 5
Geri Halliwell 4
Robbie Williams 3
Michael Noonan 3
Mike Baldwin 2
Marianne Finucane 1
Darren Clarke 1
Anne Doyle 1
Madonna 1
Imelda Donegan 1
Churchill 1
Gay Byrne 1
Paudge Mulhaire 1
Stars on Sex and the City 1
Jeremy Irons 1
Britney Spears 1
Marlon Brando 1
Princess Margaret 1
Larry Gogan 1
Eminem 1
Don’t know 45
Shane McGowan 9
Alex Higgins 6
Alan Dukes 3
Des O’Malley 1
Gerry Ryan 2
Cher 3
Liam Gallagher 2
Janet - Coronation Street 1
Audrey - Coronation Street 1
Jennifer Anniston 1
Lady on gardening programme 1
George Harrison 1
Eddie Halvey 1
Brian Cowen 1
Carrie Bradshaw 1
Jim Bartley 1
Karen - Coronation Street 1
Brendan Carroll 1
Jack Duckworth 1
Colm Meaney 1
Source: MORI MRC 2001
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The overwhelming majority can spontaneously identify at least one negative effect of passive smoking on
health. The main effects cited - ‘increases in chest conditions’, ‘lung cancer’ and ‘cancers’, in general, are
each identified by half of non-smokers and between four and five out of ten smokers.  
The only other effect identified by three in ten or more are heart disease (31%) and eye irritation in
smoking places (28%).  
Other perceived effects of passive smoking such as circulation problems, blood pressure and stroke are
identified by smaller minorities (16%, 14% and 13% respectively). Smaller proportions, almost 
exclusively women, also mention negative effects on pregnancy and children. 
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Increase in chest conditions
Lung Cancer
Cancer
Respiratory disease
Bad health
                      48%
             42%
         39%
     36%
33%
                       49%
                 45%
             42%
       38%
     36%
                         50%
                         50%
                       49%
                44%
               43%
EFFECT OF PASSIVE SMOKING ON A PERSON’S HEALTH
Base: 203 - All respondents
%
Source: MORI MRC 2001
Overall
Smoker 
Non-smoker 
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Television
Newspapers/magazines
Cigarette packaging
Health departments
Radio
                                                                    57%
                                          37%
                                            39%
                           26%
                       23%
                                                                  56%
                                          37%
                               29%
                            27%
                       23%
                                                               53%
                                           38%
 6%
                              28%
                      22%
CURRENT SOURCE OF INFORMATION ABOUT SMOKING
Base: 203 - All respondents/Top mentions only
%
Television is the main source of information regarding smoking for both smokers and non-smokers and
across all age groups, followed by newspapers and magazines, cigarette packaging (largely among 
smokers) and, encouragingly, health departments (across all key age groups, and particularly amongst
those under 45 years).  
In MORI MRC’s experience these are typically the key sources of information on smoking and health
issues.  More unusual places, like pubs/clubs and restaurants and cafes are also mentioned. For those
who visit a pub or club at least once a week 11% say they have seen information on smoking as opposed
to only 1% of those who visit less than that. Of those who visit a restaurant or cafe more than once a
week, 14% recall having seen information on smoking recently. 
Sources of Information on Smoking
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Source: MORI MRC 2001
Overall
Smoker 
Non-smoker 
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Don't know
Do not want to get information
None of these
Schools
Government
                                  39%
      13%
    11%
 8%
7%     
                                     42%
      13%
  9%
 8%
7%     
                                             50%
      13%
6%
  9%
7%     
PREFERRED SOURCE OF INFORMATION
Base: 203 - All respondents
%
Source: MORI MRC 2001
Overall
Smoker 
Non-smoker 
There is much uncertainty about the preferred some of information about smoke and health issues.
Almost half the respondents are unsure as to where they would prefer to get this information. 
For those who did want information, Schools, the Government and health departments were the main
preference for providing this information.  
As many as 13% of smokers do not want to get information, with a further 39% not knowing their 
preferred source of information on smoking.
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Yes
61%
No
39%
NON-SMOKERS
Yes
65%
No
35% 
SMOKERS
Yes
64%
No
36%
OVERALL
RECALL OF INFORMATION ON DANGERS OF SMOKING
Base: 203 - All respondents
%
Six in ten respondents recall seeing information recently on the dangers of smoking. This rises to 70% for
people aged between 55-64, but drops to around 56% for those aged 16-24. Smokers are marginally
more likely to have seen information on the dangers than non-smokers.  
Source: MORI MRC 2001
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Television, again, is the most common place for people to have seen information regarding smoking. 
This is especially so for the 16-24 age group with one in seven giving it their top ranking.
National newspapers and the radio are also ranked highly, especially amongst non-smokers and those
aged 55+. The 16-24 year olds are the only age group to recall information from the cinema and, at that,
only 5% do.  
11% of those who visit a pub/club more than once a week and 14% of those who visit a 
restaurant at least once a week spontaneously recall having seen information on the dangers of smoking
there.
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Don't know
Do not want to get information
None of these
Schools
Government
                                        69%
                  38%
14%
 15%
14%
                                      65%
                  38%
  17%
 16%
 15%
                             54%
                  38%
       24%
 16%
  17%
SOURCES OF THIS INFORMATION
Base: 128 - All who have seen information on the dangers of smoking/Top mentions only
%
Source: MORI MRC 2001
Overall
Smoker 
Non-smoker 
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Yes
20%
Don't Know
1%
No
79%
NON-SMOKERS SMOKERS
OVERALL
Yes
23%
Don't Know
2%
No
75%
Yes
22%
Don't Know
2%
No
76%
AWARENESS OF DRIP MATS
Base: 203 - All respondents
%
Encouragingly, two in ten people recall having seen the Midland Health Board’s campaign drip mats. 
This figure rises to three in ten for those who visit a pub/club at least once a week.  
Slightly more smokers than non-smokers have seen the drip mats and occasional/light smokers have the
highest recall, at 29%. Recall increases among people who smoke more cigarettes a day ranging from
17% of those who smoke up to 10 a day to 30% for those who smoke 21+ a day.  
To MORI MRC’s knowledge, such an awareness campaign has not been undertaken before, this makes
comparison with other health promotion campaigns impossible. However, based on our experience of
conducting research into other health promotion campaigns, this is a very high level of recall.   
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Awareness of Midland Health Board Campaign
Source: MORI MRC 2001
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Overall, 27% have seen the Midland Health Board’s campaign posters. 24% of those who visit a
pub/club once a week recall seeing the campaign posters.
Recall of the posters is highest among the 45-64 age group with one in four of them visiting a pub at
least once a week.  
Those who visit a pub less often than once a week are just as likely – indeed marginally more likely – to
recall the poster campaign as their more frequent pub going peers (30% versus 26%).  
A similar pattern can be seen amongst those who visit restaurants and cafes. Again, MORI MRC feel this
is a very encouraging finding.   
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OVERALL Yes
27%
No
73%
Yes
26%
Don't Know
1%
No
73%
NON-SMOKERS
SMOKERS Yes
27%
No
73%
AWARENESS OF POSTERS
Base: 203 - All respondents
%
Source: MORI MRC 2001
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OVERALL
Don't Know
1%
Yes
17%
No
82%
Yes
16%
Don't Know
1%
No
83%
NON-SMOKERS SMOKERS
Don't Know
1%
Yes
18%
No
81%
AWARENESS OF INFORMATION - EVENING/CARBON MONOXIDE TESTING
Base: 203 - All respondents
%
Two in ten recall the posters at information evenings and on carbon monoxide testing. Recall is higher
among women than men (24% versus 10% respectively). 
OVERALL Yes
21%
No
79%
Yes
21%
Don't Know
1%
No
77%
NON-SMOKERS
SMOKERS Yes
21%
No
78%
AWARENESS OF CLINIC INFORMATION
Base: 203 - All respondents
%
Overall awareness of clinic information stands at 21%, although this rises to 32% for those aged 25-34
and to 30% for those in the 55-64 age group. This figure drops to 6% for those aged 65+. Awareness is
broadly similar for smokers and non-smokers.   
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Source: MORI MRC 2001
Source: MORI MRC 2001
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Respondents were presented with five statements about the Midland Health Board’s campaign ("It makes
me think", "It makes smoking less appealing", "Its messages are relevant to me", "I am fed up of seeing it" and
"I would like to see more of these"), and asked to state their level of agreement or disagreement with each. 
Reaction to each is overwhelmingly positive – most strikingly with "it makes me think". Eight times as
many agree with the statement as disagree (77% agree, including 37% ‘agree strongly’ versus 9% 
disagree). 
Agreement is high across all sub groups, especially amongst women, and those under 55.  Conversely,
men are marginally more likely to disagree, whilst those aged 55 and over are more undecided.
Agreement is marginally higher amongst smokers than non-smokers.  
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Strongly agree
Tend to agree
Neither
Tend to disagree
Strongly disagree
No opinion
                                                  37%
                                                              45%
           9%
     5%
   3%
1%
                                                  37%
                                                             44%
             10%
       6%
   3%
1%
                                                    38%
                                                        41%
             10%
        7%
   3%
1%
DO YOU AGREE OR DISAGREE WITH THE FOLLOWING STATEMENTS?
Base: 203 - All respondents
%
“It makes me think”
Attitudes towards Midland Health Board Campaign
Source: MORI MRC 2001
Overall
Smoker 
Non-smoker 
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Strongly agree
Tend to agree
Neither 
Tend to disagree
Strongly disagree
No opinion
                         22%
                                                       47%
           10%
              13%
        8%
                                  29%
                                                   44%
        8%
            11%
       7%
                                                      46%
                                             39%
     5%
      6%
    4%
1%
DO YOU AGREE OR DISAGREE WITH THE FOLLOWING STATEMENTS?
Base: 203 - All respondents
%
“It makes smoking less appealing”
Asked whether the campaign made "smoking less appealing", seven in ten respondents are in agreement
whilst fewer than two in ten disagree with this statement (73% agree, including 29% agreeing strongly
versus 18% in disagreement). Over eight in ten non-smokers agreed including five in ten agreeing 
strongly. Just under seven in ten smokers are in agreement, with two in ten of those agreeing strongly
that "it made smoking less appealing". 
Agreement is high across all age groups especially amongst women and those in the age group 45-54.
Agreement is higher amongst smokers than non-smokers (85% and 69% respectively). 
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Source: MORI MRC 2001
Overall
Smoker 
Non-smoker 
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Strongly agree
Tend to agree
Neither 
Tend to disagree
Strongly disagree
No opinion
                                   25%
                                                                       50%
           8%
             10%
     4%
  2%                    
                                 23%
                                                         40%
                12%
                   14%
           8%
   3%                    
                         18%
                        17%
                          12%
                                23%
           8%     16%
         7%                    
DO YOU AGREE OR DISAGREE WITH THE FOLLOWING STATEMENTS
Base: 203 - All respondents
%
“Its messages are relevant to me”
Overall, over half of the respondents agree with the statement "its messages are relevant to me". As we
might expect, agreement with this statement is much stronger with smokers than non-smokers (75% as
opposed to 35%). Three-quarters of smokers react positively although twice as many tend to agree as say
they agree strongly with it.
Strongly agree
Tend to agree
Neither 
Tend to disagree
Strongly disagree
No opinion
                                   25%
                                                                       50%
           8%
             10%
     4%
  2%                    
                                 23%
                                                         40%
                12%
                   14%
           8%
   3%                    
                         18%
                        17%
                          12%
                                23%
           8%     16%
         7%                    
DO YOU AGREE OR DISAGREE WITH THE FOLLOWING STATEMENTS?
Base: 203 - All respondents
%
“I am fed up of seeing it”
Only a small percentage (4%) are fed up with seeing the campaign material. Findings are broadly 
consistent between smokers and non-smokers.  Having said this, non-smokers, at 36%, are the most 
likely to disagree strongly with this statement.  
Source: MORI MRC 2001
Overall
Smoker 
Non-smoker 
Source: MORI MRC 2001
Overall
Smoker 
Non-smoker 
28
Strongly agree
Tend to agree
Neither 
Tend to disagree
Strongly disagree
No opinion
                                                 30%
                                                                         44%
              10%
             9%
 2%
      5%
                                                          35%
                                                                    41%
              10%
          7%
 2%
      5%
                                                                                 48%
                                                        34%
              10%
 2%
 2%
      5%
DO YOU AGREE OR DISAGREE WITH THE FOLLOWING STATEMENTS?
Base: 203 - All respondents
%
“I would like to see more of these”
Attitudes to seeing more promotional campaigns like this one are largely positive amongst smokers and
non-smokers alike. As many as 30% of smokers agree strongly with the statement " I would like to see
more of these" (compared with 40% of non-smokers). 
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Source: MORI MRC 2001
Overall
Smoker 
Non-smoker 
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Outlines dangers of smoking
Show the effect smoking has on body
Informative
Outlines dangers of passive smoking
Points out advantages of quitting smoking
Relevant message
                              43%
             30%
   22%
   22%
   22%
20%
                                 45%
          27%
         27%
      24%
      24%
20%
                                        50%
20%
                        38%
            29%
          27%
  21%
POSITIVE ASPECTS OF CAMPAIGN MATERIAL
Base: 203 - All respondents/ Top mentions only
%
The survey asked what respondents thought were the positive aspects of the Midland Health Board 
campaign. As the chart below shows, "Outlining the dangers of smoking" is the most commonly cited;
this is particularly so with 16-24 age group.  
Figures are fairly consistent between both the sexes although a higher proportion of women to men find
the campaign "eye-catching". 
Overall, both smokers and non-smokers are most likely to say that a positive effect of the campaign is to
"outline the dangers of smoking". Whereas smokers are more likely than non-smokers to refer to the
"effect that smoking has on your body", non-smokers are more likely to find the campaign generally
"informative", and "outlining the dangers of passive smoking", especially.    
Source: MORI MRC 2001
Overall
Smoker 
Non-smoker 
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Too serious
Dull design
Too much information
Colourless
Hard to read/print too small
                       8%
                 7%
                       8%
      5%
      5%
                 7%
                            9%
4%
      5%
4%
                       8%
                       8%
                 7%
      5%
      5%
NEGATIVE ASPECTS OF CAMPAIGN MATERIAL
Base: 203 - All respondents/Top mentions only
%
The majority (71%) feel there is nothing negative about the Midland Health Board campaign. A small
percentage of people (8%) felt the campaign was too serious particularly, women (12%). Other complaints
again made by small minorities, are that the design is dull, or that it contains too much information. 
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Very likely
Fairly likely
Neither
Fairly unlikely
Very unlikely
Don't know
     3%
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                                                    27%
                                                                33%
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       4%
 1%
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                                                                  34%
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       4%
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                                                            31%
                                                                    35%
                              16%
       4%
WHETHER SMOKERS ARE MORE LIKELY TO STOP SMOKING AS A RESULT OF CAMPAIGN
Base: 100 - All smokers
%
A significant minority,(14%) of smokers agree that they would be fairly likely (although not ‘very) to quit
smoking as a result of the campaign especially those aged between 55-64 (29%). A higher proportion
(29%) were undecided at the time of interview whilst half felt that it was unlikely that they would quit.   
Source: MORI MRC 2001
Overall
Smoker 
Non-smoker 
Source: MORI MRC 2001
Overall
Male 
Female 
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Do not want to quit
Willpower
Enjoy smoking too much
No success of giving up in the past
Withdrawal symptoms
                                                      50%
                                         39%
                 18%
                                 32%
            14%
                                         38%
                                      36%
                                   33%
                 18%
               16%
                          26%
                                   33%
                                                    42%
 4%
                  19%
REASONS GIVEN FOR NOT WANTING TO STOP SMOKING
Base: 55 - All those unlikely to stop smoking/ Top mentions only
%
The primary reason for not quitting smoking for nearly four in ten respondents are not having an interest
in giving up to begin with. There is a noticeable difference here between men and women, with 50% of
men and only 26% of women not wanting to quit. 48% of women state they "enjoy smoking too much"
to give up but only 18% of men gave this as their reason for not wanting to stop. 
A significantly higher proportion of men to women feel that their "lack of success at quitting in the past"
meant they would not be able to do so now.  
The relatively young (16-34 year olds) and relatively elderly (aged 55+) are the most likely to say that
they are not interested in stopping smoking. These are also the two age groups most likely to say that
they "need not worry about smoking at their age". Middle-aged smokers are much more likely to refer to
"lack of willpower".  
Source: MORI MRC 2001
Overall
Male 
Female 
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Shock Tactics
Longterm health warnings
Short term health warnings
Humorous approach
Factual approach
Don't know
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      7%
      7%
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                                               37%
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      7%
     6%
                       19%
 3%
MOST EFFECTIVE APPROACH
Base: 203 - All respondents%
Respondents were asked to rank the perceived effectiveness of five different approaches to health 
promotion (shock tactics, long-term health warnings, short term health warnings, a humorous approach
and a factual approach).  
As the chart below shows, shock tactics are seen as the most effective, followed by long term health
warnings and a factual approach. Views vary little by smokers and non-smokers, although shock-tactics
are more likely to be seen as effective by smokers and a factual approach by non-smokers. 
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Attitudes to Health Promotion in General
Source: MORI MRC 2001
Overall
Smoker 
Non-smoker 
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EFFECTIVENESS OF SHOCK TACTICS
Base: 203 - All respondents
%
Three quarters feel that "shock tactics" are effective (74%) including 41% "fairly effective". All key groups
find this method effective,  especially men and those under 34. Smokers are only very marginally more likely
to find shock tactics ‘very’ effective than non-smokers 42% and 39% respectively. 
Very effective
Fairly effective
Fairly ineffective
Very ineffective
Don't know
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         8%
                                                       45%
                                               39%
         8%
        7%
  2%
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                                                  41%
                     18%
         8%
 1%
EFFECTIVENES OF LONG TERM HEALTH WARNING
Base: 100 - All respondents
Long-term health warnings, on the whole, are seen positively by both smokers and non-smokers as an
effective means of communicating health promotion messages. Non-smokers are more likely to say this
is very effective (45%) than smokers (28%). Smokers, in contrast, are more likely than non-smokers to
deem this fairly ineffective. 
Source: MORI MRC 2001
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Overall
Smoker 
Non-smoker 
34
Midland Health Board At the centre of a tobacco free society
Very effective
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EFFECTIVENESS OF SHORT TERM HEALTH WARNINGS
Base: 203 - All respondents
%
Almost two thirds of respondents (64%) view short-term health warnings as an effective method. This
view is broadly consistent with both smokers and non-smokers and across all key groups with two in ten
45-54 year olds seeing it a very effective. However; a significant minority of the 55-64 years age group
(44%) find this method to be ‘fairly’ ineffective. Smokers are somewhat less inclined to find short-term
health warnings ‘very’ effective as non-smokers do.
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Very ineffective
Don't know
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EFFECTIVENES OF HUMOROUS APPROACH
Base: 203 - All respondents
Nearly half feel that a humorous approach to such campaigns would be  effective in conveying its 
message, (48%, including 18% of them finding this very effective. This is consistent between smokers
and non-smokers. As with short-term health warnings a significant proportion (55%) of 55-64 year olds
found a humorous approach to be ‘fairly’ ineffective. 
Source: MORI MRC 2001
Overall
Smoker 
Non-smoker 
Source: MORI MRC 2001
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EFFECTIVENESS OF FACTUAL APPROACH
Base: 203 - All respondents%
Factual approaches receive more positive responses than negative in terms of effectiveness in getting a
health promotion message across.  Women, on the whole, are more positive about this approach than
men with nearly three in ten saying it is ‘very’ effective. Non-smokers (77%) are more supportive of such
an approach than smokers (57%).  
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Source: MORI MRC 2001
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HOW STRONGLY DO YOU AGREE OR DISAGREE WITH THE FOLLOWING STATEMENTS?
Base: 203 - All respondents
%
“I don’t take much notice of health promotion campaigns in general”
Respondents were asked to say how strongly they agreed or disagreed with four statements, 
(I don’t take much notice of health promotion campaigns in general, I don’t take much notice of health 
promotion campaigns about smoking, there is often conflicting information in the media about smoking, it is
hard to take advice on the dangers of smoking from a person who smokes).  
Overall, marginally more agree that they "don’t take much notice of health campaigns in general" than
disagree (49% versus 45%).  Relatively few hold strong opinions, with most either tending towards
agreement or disagreement.  
Those aged 45-54 and women are most likely to disagree with this statement (69% and 48% 
respectively). When asked about "I don’t take much notice of health promotion campaigsn in general".
57% of non-smokers disagreed with the statement and 59% of smokers also disagreed with the 
statement.
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37
Midland Health Board At the centre of a tobacco free society
Agree
40%
Neither
5%
Disagree
54%
NON-SMOKERS SMOKERS
OVERALL
Agree
57%
Neither 
3%
Disagree
40%
Agree
52%
Neither
4%
Disagree
44%
HOW STRONGLY DO YOU AGREE OR DISAGREE WITH THE FOLLOWING STATEMENTS?
Base: 203 - All respondents
%
“I don’t take much notice of health promotion campaigns about smoking”
Responses are broadly similar when asked about health promotion campaigns about smoking in 
particular, with more agreeing with the statement  "I don’t take much notice of health promotion 
campaigns about smoking" than disagreeing (52% versus 44%).  
Half agree, compared to four in ten disagreeing (52% versus 44%), with few expressing themselves
strongly at either end of the spectrum. Six in ten smokers agree with this, compared to four in ten in 
disagreement (57% versus 40%). 40% of non-smokers agree with this statement while 54% of non-
smokers disagree with it.
Source: MORI MRC 2001
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HOW STRONGLY DO YOU AGREE OR DISAGREE WITH THE FOLLOWING STATEMENTS?
Base: 203 - All respondents
%
“There is often conflicting information in the media about smoking”
Overall, more agree that  "there is often conflicting information in the media about smoking" than 
disagree (41% versus 32%). However, this overall finding disguises some important differences by 
sections of the community. Whereas the balance of opinion among smokers clearly supports the 
proposition (45% versus 29%), non smokers are inclined to disagree (39% versus 32%). By age, 
agreement outweighs disagreement among those aged up to 54, beyond this, disagreement prevails.  
On balance, women are more likely to support the notion of conflicting information than men. 
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HOW STRONGLY DO YOU AGREE OR DISAGREE WITH THE FOLLOWING STATEMENTS?
Base: 203 - All respondents
%
“It is hard to take advice on the dangers of smoking from a person who smokes”
The general consensus for seven in ten respondents is that it is, indeed "hard to take advice on the 
dangers of smoking from a person who smokes" (75% versus  12%). This finding does not vary between
non-smokers and smokers and is fairly consistent between the age groups, although those in the 16-24
and 35-44 age group are especially likely to agree (80% and 79% respectively).  In terms of gender there
is a marked difference with 83% of women but only 67% of men supporting this view.  
Source: MORI MRC 2001
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RATING OF MIDLAND HEALTH BOARD AND HEALTH PROMOTION
Base: 203 - All respondents
%
Three times as many feel that the Midland Health Board is doing well (53%) as doing poorly (17%) in its
health promotion role. Just as encouragingly, while 15% say it is doing "very well", only 2% say it is doing
"very poorly". On balance attitudes are positive across all key sub-groups, although there are some
important differences. Whereas the gap between good and poor ratings stretches to some 66 percentage
points among those aged 55-64, it stretches no further than to 17 percentage points among those aged
under 25 (where 25% say its performance is poor). Attitudes of both smokers and non-smokers are both
clearly positive.
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The Role of the Midland Health Board 
in Smoking Awareness
Source: MORI MRC 2001
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HOW THE MIDLAND HEALTH BOARD CAN PROMOTE NON-SMOKING IN THE FUTURE
Base: 203 - All respondents/Top mentions only
%
When asked to spontaneously generate ideas for what the Midland Health Board should do in the future
to promote non-smoking, a number of initiatives are suggested, the most commonly mentioned are
shown below. Each of the four most frequently made suggestions are popular among both smokers and
non-smokers. Of the less frequently suggested courses of action perhaps two in particular stand out: 9%
of non-smokers suggest banning smoking in public places/pubs/cafe’s (although only 3% of smokers
concur) and 14% of those aged 16 to 24 call for more lectures in schools.
Source: MORI MRC 2001
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